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ABSTRACT 
The subject of this thesis is to develop a business plan for setting up a small company 
operating in the information technology field. Theoretical part of the thesis includes 
theoretical background and explanation of basic concepts and practical methods. 
Outputs of the analytical part are PESTEL and SWOT analysis of the company and its 
environment. This work should serve as an auxiliary guide for compiling a quality 
business plan from a theoretical point of view. 
 
ABSTRAKT 
Predmetom tejto diplomovej práce je vypracovanie podnikateľského zámeru pre 
založenie malej firmy podnikajúcej v oblasti informačných technológií. V teoretickej 
časti práce sú obsiahnuté teoretické východiská práce a vysvetlenie základných pojmov 
a konkrétnych metód.  Výstupom analytickej časti práce je PESTEL a SWOT analýza 
spoločnosti a jej okolia. Práca by mala slúžiť ako pomocné vodítko pre zostavenie 
kvalitného podnikateľského zámeru z teoretického hľadiska.  
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Introduction 
The market is a dynamic environment, which has not always a positive development. 
Nowadays, one of the most used words is “crisis”. Many countries and companies have 
serious economic and financial difficulties for a longer time. In a global economy, these 
problems spread much faster than in the past and it can be assumed that this trend will 
continue to rise. Even in these times, there are customers who have their needs, and 
businesses, whether existing or emerging, which try to meet them. In order to prepare as 
good as possible to its businesses in the future, company needs a proper business plan. 
Because it is important to be adapted to the current conditions I decided to prepare a 
business plan in terms of economic and financial crisis. In this thesis I describe steps, 
processes and parts of the business plan as well as the economic crisis and its impact in 
a practical layer.  
The result of this piece of work is an application of theoretical knowledge to a practical 
plane. I chose to start a company that will make its business in the markets of selling 
and servicing of computing and information technologies. Since these technologies are 
clearly an essential part of our future, I assess the impact of the economic and financial 
crisis on the market and created a business plan that is adapted to these conditions. 
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Aim of the Thesis 
The aim of this thesis is to build a business plan for establishing a limited liability 
company XYZ. The main business of this company will be sales and service of 
Information and communications technologies on Slovak and other close markets, since 
impact of IT is an essential part of any successful business 21 century. 
The prerequisite of this business plan for the mentioned company is that it will be based 
on realistic assumptions and workable in practice. It should be also clear to potential 
investors. To achieve these objectives it is necessary to meet certain sub-goals in this 
thesis. 
The first of these sub-goals is to create a theoretical background for subsequent 
processing of thesis. Here is described entrepreneurial process and its inherent parts as 
strategy and marketing; furthermore a theoretical description of the business plan and 
related analyses can be found in the theoretical chapter. 
Next sub-goal of the thesis is an analysis of current situation, which describes the 
current state of the business environment from the outside view using PESTEL analysis, 
focusing on the Slovak Republic. Another analysis focusing on the internal environment 
of the XYZ Company is SWOT matrix. Obtained information will be used for future 
development of the company. 
Last and the most important part of this thesis is preparing of the practical business 
plan, which is used to obtain comprehensive information about the company and 
projected financial development. The financial plan is the most important part of the 
business plan and therefore it must be based on accurate and verified information from 
previous parts of this thesis.   
13 
 
1 Theoretical Background 
1.1 Entrepreneurship 
Attitudes towards entrepreneurship have changed considerably in the past 30 years. In 
the same way that entrepreneurs have become an accepted part of everyday life, the 
influence of small firms has also grown considerably. While this has been driven by 
various factors, such as the decline of large businesses, the development of an 
‘enterprise culture’, market fragmentation and technological development, the 
increasing regard for small firms has been fuelled by a widespread recognition of their 
crucial economic and social role.  
Small firms are, perhaps, most valued for their contribution to employment creation. For 
example, in the European Union, large firms have experienced employment losses in 
nearly every member state, whilst employment by small firms has grown considerably. 
In addition to creating employment, small firms also play a variety of other roles. For 
example, while the economies of scale in production and distribution enable large firms 
to make a significant contribution to the economy, many of them could not survive 
without the existence of small companies, who sell most of the products made by large 
manufacturers direct as well as providing them with many of the services and supplies 
they require to run a competitive business. Small firms have also introduced many 
products and services to the consumer, especially in specialised markets that are too 
small for larger companies to consider worthwhile. Finally, small businesses also 
provide an outlet for entrepreneurial individuals, many of whom would have found it 
almost impossible to work for a large organisation (CARTER, 2006). 
 
1.1.1 Definitions of smaller enterprises 
There is no simple or single definition of what constitutes a small enterprise. One of the 
earliest attempts to provide a definition was provided by the Bolton Report (1971). 
Bolton suggested two definitions for the small enterprise. First, he suggested a 
qualitative or economic approach that tried to capture the range and diversity of the 
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smaller enterprise relative to the larger enterprise. This definition suggested that a small 
enterprise was so if it met three criteria: 
• independent (not part of a larger enterprise); 
• managed in a personalised manner (simple management structure); 
• relatively small share of the market (the enterprise is a price ‘taker’ rather than 
price ‘maker’). 
Such criteria are useful because they reflect central features of smaller enterprises. Other 
than size itself, one factor that distinguishes smaller enterprises from their larger 
counterparts is the nature of the uncertainty they face. As smaller enterprises are often 
reliant upon a limited number of customers and have a limited product portfolio (COSH 
& HUGHES, 2000), they tend to be exposed to greater levels of uncertainty in their 
markets. In contrast, larger enterprises are able to limit the uncertainty in their markets 
simply because they have diversified product portfolios. The independence and 
personalised nature of the smaller enterprise further promotes uncertainty. Keasey and 
Watson (1993) have argued that small enterprise owner-managers often run sole 
ownership or partnerships. This means that their Fortunes are often tied up directly with 
the success or otherwise of the enterprise: without the protection of limited liability, 
owner-managers may end up personally liable for their debts if their enterprise fails. 
Owner-managers of smaller enterprises also face, relative to larger firms, higher fixed 
management costs. This, again, may make their situation precarious as they may not 
have the necessary ‘skill-set’ to attend to the various areas of the business (e.g. financial 
or human resource management) equally well. (CARTER, 2006) 
 
1.2 Entrepreneurial process 
By that is meant the process of setting up a new business activity resulting in a new 
market offer. This new offer may be made by a new or an existing firm, although the 
main focus here is on the start-up of new, independent firms. Further, the new offer may 
be innovative, bringing to the market something that was not offered before, or 
imitative, i.e. a new competitor enters the market with products or services very similar 
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to those other firms are already offering. While the latter type of process may be less 
complex and also have less market impact it entails most of the steps that typically have 
to be taken in order to get a business up and running. If successful it also shares, at least 
to some degree, the consequences that signify entrepreneurial processes:  
• it gives consumers new choice alternatives,  
• it gives incumbent firms reason to shape up, and  
• it attracts additional followers to enter the market, further reinforcing the first 
two effects (DAVIDSSON, 2004).  
It is worth emphasising that the start-up of a new business activity is a process and not 
an event. Different types of research have shown that this process entails quite a number 
of behaviours or activities, which can take anything from a couple of months to several 
years to complete. Further, business start-ups do not all follow one and the same 
process. On the contrary, it has been shown that any sequence of events is possible, 
including having first sales before thinking of starting a business (CARTER, 2006). 
Neither is it likely that one particular set-up of the process is universally the right way 
to go.  
 
1.2.1 Parts of the process  
In the list below other influential entrepreneurship researchers’ support for the centrality 
of these cornerstones has been added: 
1. The business idea. A clear idea should be developed concerning what the firm 
will offer the market; how and for whom this creates value; and how enough of 
that value can be appropriated so that the venture becomes profitable. The 
critical importance of the value creation and appropriation mechanisms is also 
emphasised by many other researchers (ALVAREZ & BARNEY, 2004). 
2. The product. A functional product or service has to be developed. Obviously the 
emerging business needs something attractive to sell and consequently the 
provision of new or ‘future’ products and services is what Shane and 
Venkataraman (2000) point out as the essence of entrepreneurship. 
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3. The market. The target market must be defined in geographical and/or 
demographic terms. Other scholars emphasise that when the product or service 
is innovative the market may need to be created before it can be defined 
(SARASVATHY, 2001). 
4. The organisation. An organisation must be created, which coordinates the 
purchasing, production, marketing, financing, controlling and distribution 
activities that are needed in order to serve the market in a legal and profitable 
manner. The pre-eminence of organisation creation as the core outcome of the 
entrepreneurial process has been especially advocated by Gartner (GARTNER 
& CARTER, 2003). 
5. Core group expertise. The competencies most crucial for the business’s success 
must be hired into or developed in the management team. Shane has used both 
in-depth and broadly based data to provide compelling evidence of the 
importance of the founders’ prior knowledge (SHANE & VENKATARAMAN, 
2000). 
6. Core group commitment. The key individuals must have sufficient commitment 
to the start-up. In support of this notion, Baum and Locke (2004) demonstrated 
the importance of passion and tenacity for the long-term success of the new 
venture. 
7. Customer relations. In order to achieve first sales, trustful relationships with 
prospective customers have to be developed. For example, Bhave (1994) 
observes that most of the entrepreneurs he studied had their initial customers 
lined up well before product creation. 
8. Other relations. Other key relations must also be developed, for example with 
suppliers, investors or government agencies.  
 
One of the most important insights from systematic entrepreneurship research is that it 
is much more a social game than merely an individual one. Klofsten (1994) emphasises 
the importance of reaching at least a minimum acceptable level on all cornerstones; 
excelling at a few may not help if others are severely underdeveloped. While Klofsten 
does not point out a particular sequence in which to develop the cornerstones, Delmar 
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and Shane (2003), based on interviews with expert entrepreneurs, suggest the following 
sequence of start-up behaviours is advisable: 
• Write a business plan. 
• Gather information about customers. 
• Talk to customers. 
• Make financial projections. 
• Establish a legal entity (i.e. register a sole proprietorship, partnership or limited 
company). 
• Obtain permits and licences (as needed). 
• Secure intellectual property (e.g. patents, trademarks, industrial design protection, 
copyright, etc.) as far as possible. 
• Seek financing. 
• Initiate marketing. 
• Acquire inputs. 
One aspect particularly worth noting about this sequence is that it progresses from 
activities that require no or little financial commitment to those that are more 
demanding in this regard. This is an issue where there is widespread consensus among 
entrepreneurship scholars. In many cases it is advisable that the founders get their 
business up and running at very low cost through so-called financial bootstrapping 
(WINBORG & LANDSTROM, 2001). This refers to all the smart ways founders can 
find to get ahead without financial outlays. 
 
1.3 Business Plan 
For some entrepreneurs, the business plan just useless piece of paper that unnecessarily 
delays the work. For others it is a document that gathers relevant information about the 
company, whether the current situation or planning of future is dealt with. This 
document serves not only owners, but also managers, executives and mainly potential 
investors. Enables the comparison of real situation of the company with anticipated 
changes in time and thus evaluate, whether it matches or not, and what is the cause of 
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this change, whether positive or negative. Describes company`s products, financial 
resources, market opportunities, but also competition and objectives. A business plan is 
therefore conclusive material that the company knows what it wants and how to achieve 
it.  
The business plan has several potential roles or uses: 
1. It can be an analysis tool used internally to go through the strengths and 
weaknesses of the venture as well as the threats and opportunities potential 
customers, competitors and other environmental conditions present. 
2. It can be a communication tool that explains the logic and goals of the business 
to other parties, such as banks, venture capital firms and the government 
agencies that issue required licences and permits. 
3. Writing a plan may increase the entrepreneur(s)’ own commitment to the 
realisation of the project.  
4. Finally, the plan can be used as a blueprint, as a detailed guide to action. First 
you plan, and then you do what the plan states. 
In particular, it is widely acknowledged that a written business plan makes it easier to 
get investors to accept the business concept. When something new is launched on the 
market, customers’ and competitors’ reactions are very difficult to predict. The business 
environment is uncertain and rapidly changing. Under such conditions, sticking to the 
plan may blind the entrepreneurs not only to possible and necessary adaptations that can 
save the future of the venture, but also to positive deviations from the plan, for example 
that much bigger sales and profits than those originally predicted are attainable. 
 
1.3.1 What and who is the plan for?  
These are the two key questions that define how you will write the plan. Before 
beginning to write anything, identify exactly who the audience is and what you want 
their response to be. It is a good discipline to write down a definition and a description 
of the people you will give the plan to and state what issues you need to cover for them. 
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When you are writing your plan you can use this to check that you have covered the 
issues.  
Do you want the reader:  
o to invest in your new idea or in an existing business? 
o to buy your business? 
o to enter a joint venture? 
o to help you to run your own business? 
If you are looking for investment you will concentrate on the excellent returns you will 
provide at very low risk. However, if you are seeking approval from a parent company, 
you will still show the excellent return on investment but will devote more attention to 
strategic issues and to what other approvals and inputs you may require.  
Maybe you are writing the plan to help you to run your own business. In that case, 
decide what the more precise purpose is: to help to focus your ideas, to bring in ideas 
from others, to ensure everyone in the team is committed to the same ends or to 
communicate the plan to the organisation? You will concentrate more on non-financial 
targets such as management issues, personnel development, etc. You will identify 
objectives for the business as a whole and, for departments, devote more detail to how 
these larger objectives will be met. The response you want should always be in the front 
of your mind when you write the plan because it will influence what you write. Once 
you have decided who your audience is you will need to write with them in mind, using 
language that is appropriate to them (FINCH, 2006). 
1.3.2 Structure 
The general structure of the business plan is described by Koráb et al., 2007 as follows: 
Title-page - Gives a brief interpretation of content of the business plan, including 
contact information of company. 
Market Analysis - In this section all analyses are performed, whether of external 
environment or internal factors affecting the company. 
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Description of business - Detailed description of the company is provided here. It is 
important that potential investor could imagine size of the company. It should contain 
only provable facts related to the establishment, strategy and objectives. 
Commercial plan - This passage captures the entire business process. It contains 
information about the purchase of goods and services, warehouses, etc. 
Marketing Plan - This section explains how the products or services are distributed, 
evaluated and promoted. Marketing plan is considered by investors the most important 
part of the business plan. 
Organizational plan - Here is described a form of business ownership, organizational 
structure, training of workers and their hierarchical position. 
Risk assessment - In this section entrepreneurs need to describe the biggest risks that 
may result from the actions of competitors, weaknesses, production, technological 
development, etc. These risks should be analysed and then a strategy to reduce or 
suppress impact of these risks needs to be created. 
Financial Plan - An important part of the business plan, which shows how the company 
manages capital and its sources. 
Appendixes - Here are informative materials that should not be included in the main 
body of the business plan. These attachments should be referenced in the text. 
 
1.3.3 Resource plan 
A resource plan describes the physical resource required to start a business. This 
includes a list of the types of resource required, such as labour, equipment and 
materials, as well as a schedule identifying when each resource will be utilized. A 
resource plan is created after the business plan has been defined. Although summarized 
resource information may be described in the business case, feasibility study, terms of 
reference and business plan documents, a detailed resource plan cannot be created until 
every activity and task in the business plan has been identified. Following the 
completion of the resource plan, it will be possible to finalize the financial plan, as the 
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fixed cost portion of the project will have been identified. To create a resource plan, the 
following steps are undertaken:  
• List the general types of resources to be utilized in the business.  
• Identify the number and purpose of each type of resource required.  
• Identify when each resource will be utilized, by completing a resource schedule.  
• Assign the resources to project activities, by completing a resource usage table.  
 
To create a resource plan for small firms, we can simply take each activity listed in the 
business plan and assign resources to it.  
 
• List of resources 
To create a comprehensive resource plan, you will first need to list the types and 
number of resources required to run the business. A ‘resource’ is defined as the 
labour, equipment and materials used to complete each activity in the business.  
 
• Labour  
Summarize the roles, responsibilities and skill-sets required to start running the 
business. This includes the roles of current staff appointed, further roles to be 
appointed, the roles of external business staff involved in the business and the 
roles of external suppliers. 
 
• Equipment  
Now that we have identified the labour required to run the business, it is 
necessary to list in detail all of the items and equipment needed. This includes 
computers, furniture, building facilities, machinery, vehicles and any other items 
of equipment needed to start the business.  
 
• Materials  
Next step is to identify all of the generic materials required to start the business, 
including stationery, computer consumables, building materials, power, water 
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and gas. Each item of material should be defined by listing its components and 
the period of required usage. (WESTLAND, 2006) 
 
1.3.4 Financial plan 
A financial plan identifies the financial resources required to undertake a project. This 
includes a list of the costs/expenses likely to be incurred on the project such as labour, 
equipment, materials and administration costs; a schedule identifying when each 
respective cost is likely to be incurred; a calculation of the total cost of each activity 
outlined in the project plan. A financial plan is created after the resource plan has been 
defined. Although summarized financial information may be described in the business 
case, feasibility study, terms of reference and project plan documents, a detailed 
financial plan cannot be created until every activity and resource within the business 
plan and resource plan have been identified. To create a financial plan, the following 
steps are undertaken:  
• List the types of costs to be incurred in the business.  
• Identify the unit cost for each cost type.  
• Identify when the costs will be incurred by completing an expense schedule.  
• Identify the cost per activity by completing an activity expense schedule. 
To create a financial plan for small firms, you can simply assign a planned amount of 
expenditure to each activity listed in the business plan. For larger, more complex 
projects, a full financial plan (as described in the following section) should be 
completed to ensure that the allocated amount of financial expenditure is both accurate 
and appropriate (WESTLAND, 2006). 
 
1.3.5 Risk analysis 
Risk analysis is one of the most important components of a business plan and its 
drawing up suggests that the entrepreneur approaches to risks in an active way. 
According to Fotr & Souček (2007) it is part of the business plan and should 
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"Characterize the basic results of this project, in particular the key risk factors and their 
potential impact on the company, measures taken to reduce business risk, including 
plans of corrective actions, enabling flexible and cost-effective response of the company 
to possible occurrence of risk factors." 
Business risk 
Even the most developed business plan or some of its parts may not work out. Kalouda 
(2012) writes about business risk as the possibility of loss that can affect entrepreneurs 
when making a business. It is caused by external and internal factors and reward for 
entrepreneurial risk is profit. Fotr & Souček (2007) characterise the business risk as a 
certain danger causing that the actual results may differ from the anticipated results. 
Differentiation can be in a desired or undesired direction. 
 
1.3.6 Principles for making a business plan 
Veber (2005) refers to the following principles: clarity, logic, terseness, truthfulness, 
reality and risk respect. Fotr & Souček (2007) add: be brief a clear, simple, demonstrate 
the benefits of a product or service to users and customers, focus on the future, be as 
credible and realistic as possible, not to be too optimistic in terms of market potential, 
but not to be either excessively pessimistic, do not cover vulnerabilities and risks of the 
project; highlight the competitive advantages of the project, company strengths and 
competencies of the management team; demonstrate the company`s ability to pay 
interests and instalments, and to recover the capital invested. 
 
1.4 Establishment and incorporation 
With all necessary documents a founder writes founding charter at the notary. The very 
foundation of the company proceeds in a few steps. 
The social contract must contain: 
• business name and registered office of the company 
24 
 
• determination of the shareholders 
• subject of the entrepreneurship 
• amount of the primary capital, amount of the capital contribution of each 
associate and amount of the deposits paid when setting up the company, 
including method and period of their repayment 
• name, residence and identification number of first executive managers and their 
executing methods on a behalf of the company 
• determination of deposit administrator 
• reserve fund amount and amount to what the company is obligatory to 
supplement the reserve fund  
• benefits of persons involved in the establishment of the company 
• anticipated costs associated with the establishment of a company 
• additional data, if provided by the law (LANIKOVA GROUP, 2012) 
 
Depositing of registered capital 
Money must be deposit to a bank account – there is the need to open a special account 
which the company will then dispose of with. If depositing a non-financial capital, there 
is a need to find a legal expert first, who will appreciate this inserted capital, and then 
the court must validate it. In our case, the registered capital will be 15 000 €, created 
mainly from financial capital. 
Procurement of documents 
Entrepreneurs in our future company must have a certificate from the landlord, of a 
right to use premises where the company headquarters will be and an extract from the 
land register for these premises. Other documents that must be obtained are the extract 
from the judicial register of directors - to demonstrate integrity.  
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Description of services provided 
The main activities in our offer, which should also serve as a form of advertising for the 
owners, will be a small store and e-shop with various computing products. Support 
activities in the company`s offer will be service, repair and installation of computer and 
office equipment, copiers, printers, fax machines, calculators and cash registers most 
well-known brands, including the training of personnel.  
 
1.5 Marketing in the small firm 
There has been a tendency among both marketing theorists and small business owners 
to associate marketing with large, rather than small, organisations. Marketing theory 
was developed from studies of large corporations, and most textbooks (e.g. KOTLER, 
1997) still reflect these origins in the concepts and case studies that they present. Even 
owner-managers of small firms seem to give marketing a low priority compared with 
the other functions of their business, often regarding marketing as something that larger 
firms do. Yet there is considerable evidence that marketing is crucial to the survival and 
development of small firms. Marketing is particularly important to smaller organisations 
because it represents:  a) a vital interface between a small firm and an uncertain, fast 
changing external environment, and b) a key internal management skill that 
differentiates between surviving and failing firms. 
A key feature that distinguishes small from large firms is the much higher closure rates 
of small firms. Businesses are at their most vulnerable when they are very young and 
very small. Only a small percentage stay in business in the long term; over two-thirds 
close in the decade in which they opened. Businesses exist in fast, changing 
environments, and the youngest and smallest are particularly exposed in this 
unpredictable world. Their lack of market power and dependency on a relatively small 
customer base make their environments more uncontrollable and more uncertain than 
that of larger organisations. 
How can small firms best cope in this hostile business environment? Marketing is 
certainly important in the early, vulnerable years, because it provides a vital interface 
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between the organisation and its external environment. Research involving case studies 
of surviving and non-surviving by of small manufacturing firms Smallbone et al. (1993) 
indicated that adjustment is the key. The most important adjustment both for survival 
and growth was active market development – a continuous search for new market 
opportunities and a broadening of the customer base of the business. Those firms that 
are most active in making adjustments in what they do, and how they do it, particularly 
in relation to the market-place, seem to have a greater chance of survival than those who 
carry on as before. As the function that supplies the necessary information and direction 
to guide such adjustments, marketing provides a key interface between a small business 
and its external environment. 
 
1.5.1 Marketing mix  
In marketing literature, it is common to speak of the „marketing mix“ which consists of 
product, price, promotion and place (known as the four Ps). The marketing mix may be 
defined as „the combination of the 4Ps that creates an integrated and consistent offering 
to potential customers that satisfies their needs and wants“ (BRASSINGTON & 
PETTITT, 2003, p. 1105). The product may be goods, services, information or, 
commonly, a blend of these. The price reflects the company`s differentiated product 
lines. In addition, the company may well price the same product differently in different 
markets, based on a range of factors, including cost of production, level of local average 
incomes and consumer spending habits. However, using the internet, consumers are 
able to compare prices between markets and so companies are finding it more difficult 
to maintain price differences. The common currency, the euro, across the Eurozone 
countries has also made it easier for customers to compare prices. Place refers to the 
processes which link together to deliver the product to the targeted consumers. These 
include distribution networks, transport, wholesalers and retailers. These processes have 
been transformed by technological advances. Networks are now international in scope, 
and the internet has facilitated the growth in e-commerce and internet marketing. 
Promotion, too, has been revolutionized by internet developments. Promotion refers to 
all the means whereby the company communicates with consumers, encouraging them 
to buy the product. It encompasses advertising, sales promotions (such as coupons for 
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discounts on future purchases); direct marketing (such as selling from its website) and 
sponsorship (such as sponsoring a sporting event which is broadcast to a large 
audience). To spread awareness of products and brands, companies rely heavily on 
promotional activities and some have huge advertising budgets. Marketing strategists 
stress, however, that elements of the marketing mix must be effectively coordinated to 
reach the targeted consumers and satisfy their needs. Money spent on advertising is 
wasted, for example, if the product is unavailable or does not meet consumer 
expectations for quality and performance. Moreover, advertising which causes negative 
reactions in local cultural contexts may damage the company`s reputation as well as 
lose it sales (MORRISON, 2006). 
 
1.6 Strategy 
Strategy is about two questions: ‘What business(es) should we be in?’ and ‘How do we 
compete in a given business?’ (HOFER, 1975). Drucker (1977) referred to these two 
challenges in terms of effectiveness and efficiency. Efficiency means doing things right 
– ensuring that day-to-day operations are managed well; effectiveness refers to ensuring 
that the business is doing the right things – that the focus of the business is correct in the 
context of customers, competitors and industry trends. Efficiency ensures short-term 
survival by producing a profit from existing activities, while effectiveness ensures long-
term survival by focusing the business on activities that will continue to produce profits 
in the future. The essence of a good strategy is that it is feasible, which means, it is 
consistent with the resources and skills of the business; that it provides a clear 
competitive advantage; and that there is a ‘fit’ between the business and its external 
competitive environment. 
The outcome of a strategy should be a clear competitive advantage. A competitive 
advantage is an advantage that is valued by customers and which distinguishes the 
business from competitors. The source of a competitive advantage can be 
conceptualised in terms of the strategic positioning of the business or in terms of its 
resources and skills. The positioning approach emphasises the need for the business to 
achieve ‘fit’ with the external environment. To develop a strategy the business must 
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have a clear understanding of its market and of its competitors. The ongoing success of 
the business is dependent on its ability to maintain the ‘fit’ between itself and a 
changing environment. 
The resource-based perspective argues that the source of a competitive advantage is the 
resources and capabilities of the business (BARNEY, 1991). By developing or 
acquiring resources the business can develop sustainable competitive advantages. 
Resources confer competitive advantage if they are hard to imitate, if they are 
heterogeneous (i.e. different from the resources that other businesses have) and if there 
is uncertainty as to the value of the resource. However, the value of resources can only 
be understood in the context of the market in which the business is operating and in the 
context of a particular moment in time. Of particular advantage to firms are having what 
are referred to as superior core competences and capabilities (PRAHALAD & HAMEL, 
1990). Core competences and capabilities refer to areas of activities within the firm that 
deliver added value to customers or allow the firm to operate more efficiently. In the 
context of small firms it is necessary to consider both superior competences and areas 
where the firm might have inferior competences and capabilities relative to competitors. 
The concept of strategy has different meanings in different contexts. Mintzberg 
proposed that strategy can be defined in five different ways, that is as a plan, as a ploy, 
as a pattern, as a position and as a perspective (MINTZBERG & QUINN, 1991). 
Strategy as a plan refers to the intended actions that management have developed. When 
these plans refer to a specific decision they can be described as ploys. Mintzberg argues 
that not all strategies are planned but that in many situations strategy can be inferred 
from a pattern in a stream of decisions that management have made over time. Strategy 
can also refer to the position that the business has adopted in the external environment. 
This position can be defined in terms of the market that the business serves and the 
position that competitors have adopted. Finally, strategy can be conceptualised in terms 
of how a business perceives itself and its external environment; that is, in terms of the 
shared values and beliefs that guide the decisions made by the business.  
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1.7 Tools for formulating a business strategy  
Business strategy must take into account both the external and internal environment of 
the organization. Two traditional tools, PEST analysis and SWOT analysis are given 
below. While both tend to oversimplify the processes, they do serve to high- light major 
issues.  
1.7.1 PEST(EL) Analysis 
Analysis of the external environment may be expressed by the acronym PEST, standing 
for political, economic, sociocultural, and technological factors. Also known as 
„environmental scanning“, the PEST analysis is a useful tool for monitoring and 
evaluating forces which affect the organization over the long term. Similar frameworks 
like PESTEL (PESTLE) framework were developed in time from original PEST and 
later SLEPT framework, mainly because Environmental issues have gained more 
importance over the years, says Cheverton (2005). There exist even more stretched 
versions of this framework nowadays, like STEEPLED (added ethic and demographic 
factors). Below are the headings, with a few questions that arise under each one:  
• Political and legal environment - Is the existing government a stable one, and 
what is the strength of any opposition to it? What constraints has the government 
imposed on business, or is it likely to impose in the future? In the European 
Union (EU), what Forthcoming legislation, such as new law on mergers, is 
likely to affect the business?  
• Economic environment - Is the economy growing, or is there a recession 
looming? Are wages and consumer spending rising? Which sectors of the 
economy are growing and which sectors are not? Which regions of the country 
are experiencing the best growth? Is there high unemployment?  
• Sociocultural environment - Is the society culturally diverse? What are the 
educational levels of the population generally? To what extent do women have 
educational opportunities and play an active part in business life? What is the 
pattern of family life - is there a large proportion of single-parent families, or are 
extended families the norm?  
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• Technological environment - What is the level of technology education and 
training, which would influence the recruitment of skilled staff? Is technological 
innovation encouraged? What funding is available, from government and 
elsewhere, for technology development?  
 
Answers to these - and many other questions present an environmental profile of 
any society, which differentiate it from other societies, even those in the same 
geographic region. The PEST analysis is thus particularly useful for strategic 
managers in international businesses which operate in a number of different 
national environments. Summary of the key variables in the international 
environment: 
Political-legal            
• Political stability            
• Form of government, for example democratic, authoritarian            
• Level of freedoms, for example freedom of expression and association            
• Incentives to foreign investors            
• Competition law and policy            
• Employment law  
 
Economic            
• Level of economic development            
• Trends in GDP            
• Rate of inflation            
• Wage levels and level of unemployment            
• Strength of currency and convertibility            
• Rates of taxation  
Sociocultural            
• Growth rate of population, and age distribution of population            
• Language(s)            
• Main religious and cultural groupings            
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• Educational attainment levels            
• Level of social cohesion            
• Role of women  
Technological            
• Government spending on R&D            
• Legal regime for patent protection            
• Energy availability and costs            
• Transport infrastructure and costs            
• Innovation system, including availability of skilled workforce            
• Level of technology transfer 
 
The PEST analysis, while helpful as a tool, clearly does not cover all relevant aspects of 
the business environment. Legal factors are commonly grouped with political factors, as 
in the summary above. By expanding the acronym to LE PEST C, we can include legal 
factors as a separate heading, followed by ecological factors. Lastly, the competitive 
environment is added, to provide the basis of more comprehensive environmental 
scanning. Clearly, if a business is considering expanding in its home market, it will 
already have a good deal of knowledge about each of these aspects of the environment. 
On the other hand, if it is considering expanding to Vietnam, for example, it will 
probably know little. The more knowledge it acquires, the better, in order to avoid 
making costly mistakes. When the firm has done its research on Vietnam, it must ask 
itself, why should this firm in particular do business there? (GRANT, 2008) 
 
1.7.2 SWOT Matrix 
The SWOT analysis is a commonly used planning tool, which assesses the firm`s 
strategic profile in terms of its strengths, weaknesses, opportunities and threats. 
Focusing on both internal and external environments, it serves to highlight a firm`s 
distinctive competences, which will enable it to gain competitive advantage. The SWOT 
analysis is usually expressed as a matrix: strengths and weaknesses in the top boxes 
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relate to the company itself, while opportunities and threats, in the lower boxes, reflect 
relevant aspects of the external environment. 
Some of the key issues which are addressed in a SWOT analysis are:  
External environment - opportunities and threats:            
What are the main factors in the societal environment (political-legal, economic, 
sociocultural and technological)?            
What is the market strength of competitors?            
What new products or services, both those of the firm and its competitors, are in the 
pipeline?            
What is the level of consumer demand and can it be expected to remain stable?            
What is the likely threat of new entrants in the market for the firm`s products?  
 
Internal environment - strengths and weaknesses:            
Does the organization have a structure that helps it to achieve its objectives?            
Does it have clear marketing objectives and strategy?           
Does the organization use IT effectively in all aspects of its activities?            
Does its investment in R&D match or exceed that of competitors?            
Does the organization meet its financial objectives?            
To what extent does the firm have clear HRM objectives and strategies in areas such as 
employee motivation, staff turnover and provision of training? (GRANT, 2008) 
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2 Problem Analysis and Current Situation 
I chose the market of sales and service of Information and communications 
technologies, since impact of IT is an essential part of any successful business in 21st 
century. The development of this market is analysed using revenues figures of five top 
distributors of ICT. 
2.1 Important suppliers and competitors 
2.1.1 ICT distributors  
In Slovakia, there are several companies engaged in the distribution of information 
technologies. These companies operate as a wholesaler which means they are 
intermediary between manufacturers and retailers. From 2004 to 2008, the market was 
reaching several percent growths annually. Large decline occurred in 2009, when global 
financial and economic crisis erupted in Slovakia. However, in the next period, there 
was a slight recovery in spite of the fact that the crisis continued to act on most 
industries. I examined market development of the Top five IT distribution companies 
operating in Slovakia. Till 2008, these five companies held their positions and market 
shares were not substantially changing. However in 2009, when global financial and 
economic crisis fully erupted, there was some redistribution of market shares. The 
leader of the market - eD'system Slovakia, Ltd. recorded a loss of almost 5% of its 
share. Contrarily, the number two on the market - ASBIS SK, Ltd. achieved growth in 
turnover of around 13% and also its market share grew by almost 8% at a time when 
most businesses in Slovakia were significantly feeling the impact of the crisis,. This is a 
clear example of the success of the company in an economic and financial crisis. 
Individual companies` turnovers are in the table below.  
 
  Agem 
Computers, 
Ltd.  
ASBIS SK, 
Ltd.  
eD´system 
Slovakia, Ltd.  
SWS 
Distribution, 
a.s.  
WesTech, Ltd.  
Distributors: 
Revenues € 
2004  
58 142 125 € 83 886 997 € 165 441 601 € 16 973 290 € 56 371 860 € 
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Market 
share 2004  
15,27% 22,03% 43,44% 4,46% 14,80% 
Revenues € 
2005  
66 706 090 € 121 521 963 € 191 409 801 € 14 440 893 € 36 728 396 € 
Market 
share 2005  
15,48% 28,21% 44,43% 3,35% 8,53% 
Revenues € 
2006  
90 091 438 € 97 276 926 € 198 462 414 € 19 556 308 € 68 852 774 € 
Market 
share 2006  
19,00% 20,51% 41,85% 4,12% 14,52% 
Revenues € 
2007  
80 369 238 € 109 549 614 € 202 590 675 € 20 773 064 € 83 083 438 € 
Market 
share 2007  
16,19% 22,07% 40,81% 4,19% 16,74% 
Revenues € 
2008  
79 912 921 € 119 641 561 € 222 756 080 € 22 374 704 € 60 756 777 € 
Market 
share 2008  
15,81% 23,67% 44,07% 4,43% 12,02% 
Revenues € 
2009  
54 834 889 € 136 070 889 € 178 078 889 € 18 940 111 € 61 922 222 € 
Market 
share 2009  
12,19% 30,25% 39,59% 4,21% 13,77% 
Revenues € 
2010  
59 230 889 € 153 517 889 € 171 888 889 € 21 015 111 € 65 722 222 € 
Market 
share 2010  
12,57% 32,57% 36,47% 4,46% 13,94% 
Revenues € 
2011  
63 888 889 € 158 888 889 € 164 214 563 € 24 111 111 € 69 222 222 € 
Market 
share 2011  
13,30% 33,08% 34,19% 5,02% 14,41% 
Table 1: Overview of revenues and market shares of IT distributors in Slovakia (DIGITAL 
VISIONS, 2011) 
 
As can be seen from the graph below, there was a decline in the market only in 2009, 
when the economic and financial crisis fully showed its impact, but in next year the 
market grew again. 
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Graph 1: Revenues of top five ICT distributors. Source: Author`s work. 
 
Since the 2006 sale of computers by unit sales grew each year. It was the same in 2009, 
when there was a fall in turnover of distribution companies. This makes possible to 
conclude that the impact of the crisis has resulted in a decline in unit prices. The crisis 
could have the effect that consumers preferred cheaper products with lower parameters; 
also there could be decline of sales margins. Suppliers coped with it differently. In the 
next year some of them succeeded, others recorded significant sales slumps. 
Redistribution of market positions mainly took place at the top of the rankings and 70% 
of branded computers were sold by the 5 top manufacturers. An important event that 
had a significant impact on computer sales was certainly suspension of on-going 
projects of e-government and launched tenders. In these projects the significant number 
of computers should have been delivered, and if they had not been suspended, the 
market would have reached a much larger increase. Another factor also affecting the 
growth of computer sales during the crisis is continuously increasing interest in mobile 
devices, netbooks, tablets - at the expense of desktop computers and laptops. Among the 
factors that influenced the sale is also an onset of using new channels to promote the 
sale, such as social networks. Trendy is also increasing the sales through e-commerce 
and building of brand stores. (INFOWARE, 2011) 
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Graph 2: Annual changes in sales of desktops and laptops in the years 2000-2010 
(INFOWARE, 2011). 
 
2.1.2 Competition analysis 
When analysing the competition, internet sources will be used, since it is assumed that 
each company in the field of computer technology has its own website. A small 
business which will seek to obtain market share by concentrated marketing will appeal 
to its customers by segment of goods that big companies do not offer. It will seek to 
acquire a stake in several smaller markets. When mapping competition in the considered 
region, author investigated if companies:  
• sell cash registers 
• service copiers, printers 
• run own e-shop 
This combination of services offered by XYZ Company should differentiate it from 
others. In the region there are many established companies which operate for a long 
period and offer a wide range of services, but there are also new companies operating 
on the market only a few years. The scope of companies` services offered is standard. 
The main product of most companies is the sale of computer equipment and associated 
services. Many companies sell their products via an e-shop. From all companies in 
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region, I have chosen three which are on the market for more than 10 years and are 
well-known and successful yet. 
ESMO Žilina plc. is joint-stock company active in Information and communication 
technologies since 1990. Currently, 15 qualified employees work in ESMO and their 
philosophy is based on personal approach to each customer. The base of the company's 
activities are complex services involving consultancy, studies, projects, full 
implementation of the projects including the supply of equipment and software, further 
integration of subcontracts, installation and putting into a service. The company also 
provides necessary training and user support, in-warranty and out-of-warranty service, 
expansion and upgrades of implemented systems. From the information stated above is 
obvious that our XYZ Company will have minimal chances to compete with ESMO due 
to much lower amount of assets and offered services, but on the other hand ESMO do 
not run own e-shop, what is a significant advantage for us. (ESMO ŽILINA, 2012) 
Sale of cash registers Service of copiers & printers Own e-shop 
NO YES NO 
 
SK-Technik – Company engages in the sale and service of computer technology since 
1991. In the field of information and communication technologies it belongs among 
stable suppliers. It offers an extensive range of services including: sales and service of 
computers, servicing cash registers, cashier systems, copiers, fax machines, sales of 
accessories for computing technologies. The company in addition to the retail trade 
operates also an e-shop. Its customers are large industrial companies, small businesses 
and domestic users. Their motto: “We do not offer only a business, we offer 
partnership.” (SK-TECHNIK, 2013) 
Sale of cash registers Service of copiers & printers  Own e-shop 
YES YES YES 
 
EDIS Computers is operating on the market since 2002. Initially it was only a stone 
shop in the city centre of Žilina. Then the e-shop was launched in 2005 for the first 
time. They have currently a choice of more than 30,000 kinds of products there. EDIS 
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offers supply of computer equipment, cash registers and both, in-warranty and out-of-
warranty service of computers and laptops. The company has only 1 large store opened 
6 days a week with an area of more than 160 m2. Their competitive advantage is that all 
goods in the shop are offered for the same price as in the e-shop. Company`s motto is: 
“Customer satisfaction is our goal”. (EDIS COMPUTERS, 2011) 
Sale of cash registers Service of copiers & printers  Own e-shop 
YES NO YES 
 
2.2 Impact of the economic and financial crisis on Information and 
Communications technologies market 
2.2.1 Economic and financial crisis is changing the IT business 
At the time of economic and financial crisis, the number of on-going projects was 
depressing with abeyance for an indefinite period and intentions for developing 
businesses were also being cut. The brighter side is that majority of businesses cannot 
operate without information technologies, since they are an essential for firms` 
functioning. IT spending was limited mainly in financial institutions, but the decline 
occurred also in manufacturing enterprises. Customers were assessing planned projects 
much strictly and were far more conservative. Most of businesses cared about costs 
optimizing, which also resulted in a decrease in the use of related services. Most of 
businesses considered worsened paying ability of their customers as a big problem. 
Maturity of invoices was thus extending and the percentage of bad debts also increased.  
But how has the crisis changed the Slovak IT business? Managers of major Slovak 
companies agree that more pressure has been felt from customers on the effective 
utilization of funds for investment in information technologies (ANDACKÝ, 2012). Of 
course the efficiency was also taken care of in the past, but the criteria have been further 
tightened. Efficiency will therefore play an important role not only because it is 
expected during the time of crisis. One of other changes that results from the crisis is 
that many businesses are interested in projects that had not been so lucrative in the past. 
Into a consideration will therefore come and execution of contracts, which are less 
profitable.  
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How can a company achieve success in terms of economic and financial crisis? In the 
corporate sector, primary solution is to provide services and products that help to reduce 
costs and also to transfer activities into segments, which are less affected by the crisis. 
Strengthening may also be a closer cooperation between businesses, which can help to 
reduce their costs and also the ability to reach more potential customers. In times of the 
crisis, very widespread response of companies is reducing the cost of marketing 
communication. However, some of the companies even intensify communication with 
clients. Whether the reduction of price for IT products and services should be expected, 
views vary. More likely is yet the perception that companies are willing to offer more to 
their customers, but manage to keep the overall level of contracts in terms of value, 
comparable with the period before the crisis. Of course there can be also found numbers 
of companies which offer their products and services beyond their own effectiveness, in 
tough, competitive struggle. Firms also try to find the internal potential of savings and 
therefore deprive processes which do not guarantee the return on investments and which 
are not key for them. The finding of internal reserves is not the core of their anti-crisis 
solutions. This must be particularly new opportunities, because the company, which will 
pay attention only to internal optimizations, may lose much more than acquire. In times 
of crisis, it is clearly important to get rid of unnecessary activities, and streamline and 
also improve what works. Also a higher loyalty of employees is expected, resulting in 
stability of teams, which may result in a higher productivity (ANDACKÝ, 2009). 
 
2.2.2 Development of the IT market in conditions of financial and 
economic crisis 
Slovak IT market is also highly stigmatized by economic and financial crisis, evidenced 
by minimal growth in sales, added value and also by the number of employees. In the 
corporate sector as well as in state and public administration a lot of projects are 
suspended. Blocked are also OPIS projects (Operational Programme of Society 
Informatisation), what for a number of companies for which it was the main activity 
means existential problems. Cautious growth in consumer demand, market 
consolidation, mergers and acquisitions - that were activities which have been a feature 
of the last period and the still acting crisis (DIGITAL VISIONS, 2011). 
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The most important forecasts for the next period of persistent economic and financial 
crisis show a strong link between investment in information technologies and economic 
efficiency of enterprises. Cost-cutting pressure persists and according to analysts, main 
effects are the lower interest in using of market opportunities and also aversion of 
businesses to a risk. For the enterprise`s ITs it means, that they are subject of detailed 
investigation. Impact of this statement is wide. Not only capital and operational IT 
requirements (their cost components) are studied, but also reporting, operation and 
mainly final results. Forecasts are focusing on increasingly visible linkage between 
technology decisions and their economic and social consequences. Businesses that 
successfully survived the recent recession and returned to growth thanks to investing in 
IT will continue to benefit from its competitive advantage. Increasing the overall 
productivity is made possible by the consolidation and optimization of IT and programs 
for increasing the transparency of costs. According to forecasts by Gartner, by 2015, 
most of companies will record at least 60-percent increase in IT spending per employee 
(DIGITAL VISIONS, 2011), so that even in times of economic and financial crisis, 
many companies operating in the IT sector have the opportunity for growth. Services in 
the IT sector will continue to evolve as well as other sections of IT business. Self 
Service will be accelerated by cloud computing, automated commissioning of services 
and their measurement, accounting and likewise. This will make possible the onset of 
services with the potential to transform environment difficult for operating to the 
environment characterized by the automated services. Productivity of such services 
providers will increase significantly, allowing a decline in their prices.  
 
2.2.3 IT purchase by leasing  
Due to the ongoing crisis, one of the predictions for the coming years is also the 
increase of IT leasing. Firstly, it is necessary to look at how the market currently looks. 
In 2011, a research about investments into IT by leasing was conducted in Slovakia. 
The research was realised from two perspectives, from the perspective of IT suppliers 
and the perspective of IT customers.  
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From the perspective of customers, key finding is that 77% of respondents have never 
shopped IT for their organizations by leasing. None organization in the conducted 
survey, has been always purchasing only by lease form and only 23% of respondents 
answered that they had used the services of IT leasing. The most common reason why 
companies do not use IT leasing is sufficiency of own funds, so they do not need 
external financing, which would unnecessarily overprice their investments. Companies 
that had already used IT leasing reported positive experience from the vast majority. 
Bad experience with leasing had only 19% of respondents. Approximately 28% of 
respondents refused to compare the conditions of the lease and direct purchase and up to 
47% are still considering this comparison. Most of companies (60%) procuring 
information technology in the form of direct purchase use bought devices for 5 or more 
years. 33% of companies retained devices from three to four years. During the survey 
there was also found that almost two thirds of companies (65%) do not care whether 
they use the capital budget (direct purchase), or the operating budget (leasing) for the 
procurement of IT. 
From the perspective of information technology suppliers, i.e. companies that deal with 
selling of hardware, software and IT services to other IT companies, following facts 
emerged. Up to 71% of companies have experience in IT leasing for their customers and 
the majority (97%) hope that the offer of available leasing can help IT sales. Up to 68% 
are satisfied with the possibilities of IT leasing in Slovakia. As a major problem in the 
IT leasing is considered a limitation respectively impossibility of leasing of related 
services, or slow and complicated approval of lease applications, and also problems 
with software leasing. Looking to cloud computing services, 34% is considering 
offering them. (DIGITAL VISIONS, 2011) 
Detailed graphs containing the survey answers can be seen in Appendix 2.  
 
2.3 Slovakia's outlook 
The creators of forecasts in this period are affected by significant psychological 
impacts: During the onset of the recession in 2009, forecasts makers greatly 
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underestimated depth of the Forthcoming recession, as probably the most of specialized 
public. After such experience a fear of repeated underestimation of negative impacts` 
significance on the economy is present and there is also a risk of too pessimistic 
forecasts. Specialized public including economic forecasts makers may tend to perceive 
outlook of next development too sceptically at any negative fluctuation. This 
phenomenon has its risks. Taking self-realization of negative expectations in the 
economy into an account, we have to admit, that even frequently articulated fears of a 
recession may facilitate the start of this recession (MORVAY, 2011). 
For the most significant domestic determinant, fiscal consolidation can be identified. In 
not very distant past we added an additional important domestic determinant - political 
changes associated with the collapse of the government and early elections. This created 
a new significant factor of uncertainty. It is questionable whether during a less 
favourable economic development and political turmoil, fiscal consolidation targets can 
be maintained as they were originally laid down. Slowing economic growth and 
drastically shortening of the political cycle is risky for the general government 
management on both sides - a revenue side and an expenditure side. Response to this 
development is the re-evaluation of income and expenditure level in the general 
government budget with the target to meet the planned deficit value by the public 
administration in relation to GDP. In view of the negative trend in public finances and 
unequivocally declared objective to comply with the approved level of public finances 
deficit, approved changes in tax rates are reasonable. The importance of fiscal 
consolidation in the current climate of spreading debt crisis in the Euro area is 
unquestionable, especially in terms of the credibility of fiscal policy implemented.  
Open question remains, whether the projected shortfall in resources poses an 
unacceptable fundamental change of the budget parameters and if the achieved pace of 
consolidation does not have sufficient values (more spending cuts and tax increases may 
give a significantly procyclical impression). Given the recent political development, 
agreement on the state budget will be decisive for the next fiscal consolidation. If the 
weaker external demand dynamics is to be reckoned with, strengthening of the 
stabilizing effect of domestic demand is desirable. It is though almost impossible at a 
very high dependence on external demand, particularly with an effort to consolidate 
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public finances. The slowdown in external demand at small possibilities of substitution 
by domestic demand inevitably leads to slowdown in growth of the Slovak economy 
(MORVAY, 2011). 
 
2.3.1 The impact of the economic and financial crisis on companies in 
Slovakia 
Important role in the Slovak economy is played by small and medium-sized enterprises 
(SMEs), whereas they significantly contribute to the total employment level and added 
value creation. However, they are more sensitive to changes in the environment; 
therefore an economic and financial crisis is a huge threat for them. Many businesses 
invested in new projects and own development, but after the onset of the economic and 
financial crisis, their investments began to depreciate, respectively began to appear 
unprofitable. As a result of demand and revenues fall, the return on investment 
decreased, resulting in difficulties in repayment of obligations. This creates a wave of 
secondary insolvency, which affects other businesses. Banks are responding to this 
situation by tightening the criteria for loans granting, resulting in worse access to 
businesses financing. Economic and financial crisis thus affects businesses from the 
demand side and the financing side. Advantageous are however businesses, which are 
able to adapt to these conditions as much as possible and modify their business plans for 
them.  
Impacts of economic and financial crisis on businesses in Slovakia are caused by factors 
of closely connection of our economy to foreign markets. The problem is global 
financial markets, where the bubble was created and toxic assets spread liquidity 
problems and distrust. In this way, increased debt costs worsened access to outside 
capital. Consumption limiting and problems with repaying debts thus affected demand. 
More affected by economic and financial crisis are exporters businesses as those that are 
oriented at the domestic market. The biggest problem for businesses, however, is not the 
credit financing, but just a bad situation in the payment discipline among business 
subjects. (NADSME, 2012) 
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2.4 PESTEL Framework of Slovak IT environment 
For a starting company is especially important to analyse business environment of the 
targeted market and the most important factors which influence it, in this case it is 
Slovak market of IT components and services. 
 
2.4.1 Political factors: 
In the last three years, Slovakia has witnessed two parliamentary elections (in 2010 and 
2012), in which the composition of the government coalitions significantly changed 
both times in its political system. Slovak parliamentary elections are mostly associated 
with variations of parties active in the National Council and it was not otherwise in 
these two elections. Slovak Republic no longer faces debates on the democratic 
direction of the country as in the nineties and it is a firm part of the Euro-Atlantic 
structures. Electoral competition is beginning to increasingly resemble a combat of 
parties for the voter in the left-right continuum like in Western democracies.  
Early parliamentary elections in 2012 occurred after quadripartite government coalition 
split into disagreement about fostering the establishment of permanent EFSF, when 
Prime Minister Iveta Radičová joined vote on the ratification of this stabilization 
mechanism with a no-confidence government vote.  Previously, the coalition had 
already often struggle to secure absolute majority in parliament for government 
proposals. Finally in these elections, with the gain of 44.41% of voters, Smer-SD 
sovereignly won the elections, occupied 83 of the 150 seats in parliament and could 
create a monochrome one-party government after the election.  
This government has made conditions for making a business in Slovakia little more 
difficult, mainly by increase of the income tax for companies from 19 to 23%, which 
can deter some of the companies which were considering starting the business in 
Slovakia. Despite of this increase, SR is still a good place for making a business and for 
investors from abroad.  
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2.4.2 Economic factors: 
Determinant for the development of the Slovak economy will be the most likely 
external environment and domestic determinants will be secondary. The common 
denominator of the negative externalities is the debt crisis, respectively postponing 
some impacts of the recession in 2009 in the time. It is very difficult, if not impossible 
to predict consequences of the debt crisis. It is not counted with the collapse of whole 
Eurozone; it is rather expected to find a solution to solve the debt crisis in the Euro area. 
Taking into account the possible slowdown in foreign demand due to the turmoil in the 
global economy caused by debt problems in the Euro area and the U.S., possible 
decreasing export from Slovakia into countries in the Euro area and a development of 
net exports worse as before, and the dependence of economic growth in the SR on net 
exports, the likelihood of negative development increases. At the same time we take 
into account the fact that the situation of the German economy (main partner of SR) is 
relatively good. Also, that some reputable institutions in Germany have identified the 
current pessimism as exaggerated and they perceive slowdown in growth more like a 
short-term shock. It is possible that the current pessimism may be suddenly mitigated, 
for example by finding a solution for indebted Eurozone economies. 
Cautious consumer will remain a softener of price growth, which will be caused by 
slower economic growth and persistent high unemployment rate. Unemployment is still 
remaining high in 2013. Although I would much rather write about the contrary, marked 
decrease of unemployed registered in labour offices can hardly be count on over the 
next year. Slower economic growth in the country will not guarantee the job creation 
and reports of on-going redundancies also do not abate. The average registered 
unemployment rate in last year reached about 14% and according to experts` estimates 
will leap at the level of 14.15% this year (EUROEKONÓM, 2013).  
During 2011 and 2012 nominal salary increase was not sufficient to price increases in 
shops, so real wages declined. In other words, Slovaks could afford to buy fewer goods 
and services with their salaries than before, or had to work for a longer time for the 
same purchase. In 2013 stagnation of real wages respectively softer decline is expected. 
However, this is only due to a slower pace of inflation. In times of high unemployment, 
a bargaining power of employees about the salary increases is complicated. Many 
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people prefer the opportunity to work, even at the cost of unchanging salary. We will 
not possibly witness revolutionary changes on the financial markets. 
Economic index 
(source) Units 2007 2008 2009 2010 2011 2012 2013(F) 
Gross domestic 
product (MF SR)  billions EUR 47,5 65,4 48,068 49,19 51,885 53,96 56,55 
Annual change in 
GDP (MF SR) % 10,4 6,4 -4,8 2,3 5,5 4 4,8 
Consumer prices CPI 
(NBS) % 3,4 4,4 1,6 1 1,2 2 2 
Unemployment 
(ŠÚSR) % 11 9,6 12,1 14,5 13,6 14 14 
Inflation (HICP) 
(ŠÚSR) % 1,9 3,9 1,6 1 1,2 2 2 
Average nominal 
monthly wage (ŠÚSR) EUR 600 669 744,5 775 813,8 854,4 897,2 
Annual inflation rate 
(MFSR) % 3,4 4,6 1,6 1 1,2 2 2 
Table 2: Development of real economy indicators in Slovakia from 2007 to 2013. 
(EUROEKONÓM, 2013) 
 
Economic index 
(source) Units 2007 2008 2009 2010 2011 2012 2013 (F) 
Exports (fob) 
(ŠÚSR) billions EUR 47,16 49,566 44,426 43,601 44,342 45,761 48,324 
Imports (fob) 
(ŠÚSR) billions EUR 47,87 50,222 44,565 45,376 46,42 48,23 51,076 
Trade balance billions EUR -0,71 -0,657 -0,139 -1,775 -2,077 -2,469 -2,752 
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(ŠÚSR) 
Table 3: Development of indicators of international trade and foreign investment in Slovakia 
from 2007 to 2013. (EUROEKONÓM, 2013) 
 
Economic index 
(source) Units 2007 2008 2009 2010 2011 2012 2013 
State budget 
revenues (NBS) billions EUR 10,696 11,352 10,541 10,901 13,153 14,047 15,059 
State budget 
expenditures 
(NBS) 
billions EUR 11,477 12,057 13,332 15,337 14,318 15,292 16,393 
State budget 
balance (NBS) billions EUR -0,781 -0,704 -2,791 -4,436 -1,165 -1,244 -1,334 
Table 4: Development of indicators, based on the state budget of the Slovak Republic in the 
period from 2007 to 2013. (EUROEKONÓM, 2013) 
 
2.4.3 Socio-cultural factors: 
The main social factor which will directly influence the demand for our products is 
stagnating unemployment, which is not in our favour. Another important factor for us is 
the number of businesses, which is also stagnating in Slovakia (ENVIROPORTAL, 
2013), what does not make quite ideal conditions for new computer technology selling 
(repairing, servicing) company.  
In early 2012, a personal computer was used by 99% of businesses with ten or more 
employees in the Slovak Republic. This proportion in recent years has not significantly 
modified. Popularity and almost necessity of PC nowadays was already indicated at the 
end of 2001 by the share of 93% of companies which were using it (ENVIROPORTAL, 
2013), and it can be said that it belonged among standard corporate facilities. Computer 
is usually one of the primary features that customers buy. Then, other equipment 
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increasing the options when using computers is bought. Increasing trend is buying 
multifunctional devices, which come already with the software features that increase the 
possibility of optimal use. 
 
2.4.4 Technological factors:  
Information technology is one of the industries with a very rapid development of new 
technologies. In this area, our new company has to always maintain an overview and 
stick to the latest trends; otherwise it may happen that other competitors will lure clients 
to them. Government spending on research and development is growing every year; in 
2011 it was 468 million EUR, back in 2007 only 283 million EUR (ŠÚSR, 2012). 
Thanks to this increasing government spending on R&D of new technologies, there is a 
good environment for companies involved in information technologies in the Slovak 
Republic. 
 
2.4.5 Environmental factors: 
Environmental impacts are associated with looking for alternative sources of energy. 
Renewable sources of energy are considered for the future sources and act as an 
alternative to fossil fuels, which are limited and are running out quickly. Slovak 
Republic has guaranteed the EU that we will reduce energy consumption at the same 
time with the transition to alternative sources. In connection with our company, this can 
be regarded as an important factor, since a significant amount of business expenses will 
be spent on electricity. 
Concerning environmental norms, ISO 14001 is a set of international environmental 
standards that help organizations to reduce the disruptive effects of manufacturing 
processes on the environment and which help companies to meet their obligations 
connected with environmental protection. This ISO standard is putting a pressure on 
companies to reduce the negative impacts of their activities on the environment. 
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2.4.6 Legislative factors:  
Slovak economic legislation does not belong among the simplest and slimmest ones. It 
contains hundreds of laws and norms (regulations, measures, guidelines and codes of 
practice). To a less security contribute frequent amendments of already existing rules, 
which come often yearly and many times also via totally different, seemingly unrelated 
laws. Monitoring of legislative changes therefore requires daily professional enthusiasm 
and sophisticated system. 
All activities and relationships in business are fixed in the Commercial Code (Act No. 
513/1991 Coll.) and in the Civil Code (Law No. 40/1964 Coll.). Regarding the 
relationship between employer and employee, this issue is addressed in the Labour 
Code (Act No. 311/2001 Coll.). Obligations of companies and entrepreneurs with 
regard to management accounting are established in the Accounting Act (Act No. 
431/2002 Coll.). The issue of income tax of natural and juridical persons and is dealt 
with in the Income Tax Law (Act No. 595/2003 Coll.) (LIBERTAX, 2013). Currently, 
the legislative aspects in our society are not inclined positively for our company (higher 
Income taxes of juridical persons). The advantage for our company is vast tax eligible 
costs.  
 
2.5 SWOT 
Strengths 
Knowledge of the market is one of the advantages on which the company can build. A 
high degree of flexibility is influenced mainly by size of the firm, where the owner is at 
the same time manager, entrepreneur and salesman when needed. He can plan his 
activities according to his needs and first of all, his customers’ needs. He is not time-
limited with opening or working hours. Customer can reach the owner at any time. 
Weaknesses 
Main weakness of XYZ are insufficient resources for expansion as it is clear from the 
founding budget and projected net profit for the first year.  
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Opportunities 
Establishing a point of sale has several important meanings for the owner. From the 
beginning of business, it is seen as a form of promotion or advertising, where a 
customer, thanks to a purchase of consumer goods, learns about other services offered 
by company. In the future, depending on whether it will be possible to attract customers 
to the store, it shall provide additional source of income. Potentially if a significant 
success comes up, there is always possibility to open another store in Žilina or even 
better, in another town in the region. Another opportunity lies in the company`s E-shop, 
which if run and promoted effectively, can bring large profits from buyers from all over 
the country, but also from other countries in optimistic eventuality.  
The increasing pressure on the environment is omnipresent. Here can be seen the 
opportunity for the company offering quality remanufactured toners, which price is 
lower than the price for originals and at the same time does not affect the environment 
so much. 
Threats 
Strong competition with dominant players is a threat for every new company entering 
the market. The company has to expect the adverse reactions of competitors. Long-
lasting economic recession has a negative impact on the Information and 
Communication technologies sector and thence on the company. Especially for sellers 
of computer technologies this means that they will have to follow all the trends and 
opportunities that the market offers. 
 
SWOT analysis 
Internal 
environment 
S - Strengths 
• Good knowledge of the 
market 
• Individual approach to 
each customer and 
W - Weaknesses 
• Company Size (small 
business) 
• Insufficient resources for 
expansion 
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knowledge of them 
• Trained staff at the point 
of sale 
• High degree of flexibility 
• Possibility of selling 
goods on credit 
• Possibility to work with 
no time restrictions 
• High costs (lease of sales 
location and workers` 
salary) 
• The company has no 
business representative to 
attract new customers 
 
External 
environment 
O - Opportunities  
• Expanding the points of 
sale 
• E-shop serving the clients 
from the wide 
surroundings 
• Increasing pressure on the 
environment (quality 
renovations of toners) 
T - Threats 
• Strong competition with 
the dominant players 
• The economic recession 
• Well-know and prospering 
e-shops in the region 
 
Table 5: SWOT Analysis of XYZ. Source: author's work.  
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3 Proposals and Contribution of Suggested Solutions 
After an analysis of business environment on targeted market in Slovak Republic, the 
concerned entity will be established as a Limited liability company. This form of 
business is chosen as the best option in terms of liability. The starting capital will be 15 
000 € and with that capital company guarantees for its obligations. 
3.1 Basic information about the company: 
Business name:  XYZ Ltd.                
Location:   Národná 285/3065, Žilina 010 01         
Date of registration:   1.1.2014                     
Legal form:   Limited liability company           
The business activities: - business within the scope of free business   
    - delivery of computer software    
    - maintenance and repair of mechanical parts of office  
      machinery and computers     
    - repair and maintenance of office electrical machinery  
      and apparatuses       
    - advisory work for computer equipment     
Shareholders:   Bc. Marek Hliničan       
    Pribinova 28/3031, Žilina                  
Registered capital:  15 000 EUR 
 
3.2 The company and its objectives 
Objectives: The strategic objective is to create a small company that will be able to 
compete with small and medium-sized companies operating mainly in Slovakia but also 
in neighbouring countries. Creating and maintaining a sufficiently wide loyal clientele 
that would ensure the existence of the company, will be possible only through offering 
services that bring the best possible functional features between quality and price to the 
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customer. The operational objective is to shift its position from a role of vendor to role 
of partner who helps consumers to solve their economic situation. 
Company Motto: The motto is to establish own business providing sale and service of 
computer and information technology, particularly the necessity of being able to meet 
the specific customers` requirements in the shortest possible time and at a reasonable 
price. Emphasis will be mainly placed on individual approach to the customer, his 
satisfaction, quality of products and services offered. 
 
3.2.1 Characteristics of targeted customers 
The main focus of new company will be small and medium-sized companies operating 
in the country, which will be offered special discounts for larger purchases exceeding 
determined levels and also for repeated purchases. Also the service of computers, cash 
registers, fax-machines, printers etc. will be provided to these companies. An important 
group of new customers who will visit the shop or e-shop will be primarily residents of 
Žilina and its surroundings. One of the store`s tasks will be to attract customers, who 
will be provided with brief information about company`s website, offered goods and 
other services. This will create a long-term, customer-supplier relationship on the basis 
of mutual trust. The company will be there for the customer with an individual approach 
to help drive business and also personal life. Only then, the customer will turn with 
confidence to firm`s services also next time. 
Customer segmentation into three target groups: 
• Interested in buying a new machines (personal computers, laptops, tablets, 
printers, cash registers etc.). 
• Customers who buy cartridges and general office supplies. 
• Customers interested in servicing computing equipment. 
These are the three targeted markets which the company wants to mainly focus on. 
 
54 
 
3.3 Operation process 
Staffing 
Company will be managed and externally represented by the owner, who is the only 
competent person with the authority to make any decisions in the firm. With the 
establishment of the store arises the need to hire staff who will handle the sale, service 
and related administrative activities. One sales employee will be full-time employed, 
with the other one will be signed part-time contract. Repairman will firstly also work for 
the part-time because it will be sufficient for running the business and for start-up of the 
firm. For proper running of company`s accounting, services of an external accountant 
will be used. These contracts may change later of course, depending on the success of 
the XYZ Company. The entrepreneur will mainly make contacts with suppliers and 
customers, manage the staff; but can also help with sales and administrative activity 
during the rush hours or in the case of incapacity of work of an employee. Filling 
vacancies with suitable employees should not be problem due to the 14% 
unemployment (see table 2), which the country is currently facing.  
 
Suppliers 
Suppliers of XYZ will be wholesalers of computer technologies and office equipment. 
Business suppliers are spread all over the country. Transportation of goods will be 
secured by shipping companies. Selection of suppliers will depend on a speed of goods 
delivery, prices for the goods, the shipping costs, responsiveness when handling of 
complaints, the quality of the goods delivered, the possibility of creating consignment 
store with delayed payment for goods and approach to customer with lesser volume of 
goods purchase. 
 
Distribution 
To ensure a smooth sale there will be need to create a stock of frequently sold goods. 
The stock should include a minimum of few hundreds items so that continuity of sales 
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could be achieved and time of delivery to customers was thus reduced. The customer 
will be able to place an order in e-shop or by phone or e-mail. Goods which are not 
currently in stock will be ordered and delivered no later than third day after the order by 
the shipping company. Upon receipt of an order, goods worth 50 € or more (specific 
shipping distance conditions will be determined) will be shipped to customers free of 
charge or they will be able to pick it up in the store.  
 
3.4 The Business development strategy 
3.4.1 Initial Marketing Strategy 
Product 
The main product will be operation of shops (store and e-shop). They will be selling 
wider range of goods - in addition to the computers, printers and cash registers, the 
company will offer and sell various products: tablets, calculators, copiers, refurbished 
toner cartridges for printers, plain paper and other consumables.  
The side product, which is created by service of computing technologies, may be 
included in services. Offered service will be performed mainly in the store, but if 
necessary, also at the customer`s place. The product itself is the elimination of defects 
on the equipment or installation of new equipment, but also advice in the field of 
equipment service and personnel training. To attract as many potential customers as 
possible, shop will be offering data restoration services. 
Price 
As a new small company we will not be able to go into excessive price combat with 
competitors and therefore prices will more or less copy the prices of competitive 
products. To withstand prices of competition will be able that goods, which the 
company will purchase from wholesalers in larger quantities. In the case of a purchase 
of new equipment or components, the customer will be directly created an offer tailored 
to their requirements and operational needs. 
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Place 
The main criterion for selection of the shop will be good availability for a customer, 
especially close parking spaces and favourable price of the rental. Recommended is a 
placement nearby bus and train stations – it would ensure large movement of potential 
customers. An acquired business space will not be in the personal ownership, only 
leased and the lease agreement will be concluded for one year from the beginning, then 
it will be possibly extended. Leased space will be divided into two parts, where one part 
will be used for general sale and for communication with customers. The other part will 
serve as a stock and place for repairs of computer technology, which cannot be repaired 
at the customer's site. 
Store Opening Hours: Mon-Fri: 07.30 - 18.00 o 'clock     
     Sat:     09.00 -  14:30 o 'clock 
 
Promotion 
An important moment will be reaching out to the customers. For a small company with 
limited sum of funds are larger advertising campaigns excluded, and therefore we will 
choose cheaper forms of advertising. These forms of making the company more visible 
are designed:  
 Advertisement in a regional advertising papers 
One part of this ad will be a coupon, which will grant a 5% discount to the customer 
after submitting. During the months July and August this ad will include additional 5% 
discount for students with a good school report. Advertising will seek to reach out to 
students in the weaker months which are the summer holidays. 
 Advertisement in the regional catalogue of companies 
This form of advertising is considered to be quite effective, since all companies in the 
region receive these catalogues for free. The most effective, but also the most expensive 
place for an ad is on the cover of this catalogue. 
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 Creating a Website with e-shop 
Website will be created right before start of the business, to provide complete offer and 
information about the XYZ Company from the very beginning. In addition to domain 
.sk, also domains .cz, .pl and .eu will be registered. 
 Advertisement at the store place 
It is mainly about creating a portable advertising banner that will be placed in front of 
the shop, and also the solid one which will be placed right above the shop. For ad 
production, an external company will be approached. 
 Banner advertising 
Prices for banners on reputed Slovak portals like zoznam.sk or azet.sk vary depending 
on the size of about 2000 to 10 000 - € / week and guarantee 50 thousand to 1 million 
views. These price levels push banner advertising on the Internet to the level of large 
companies and corporations; therefore for the company XYZ is banner advertising on 
similar portals not very suitable. A more preferred option is to pay for the banner 
placement on the websites dedicated to IT (e.g. zive.sk) which traffic is not as high as in 
the case of the above mentioned sites and hence the price of banner ad is significantly 
lower and acceptable for our company. 
 E-mail advertising 
To ensure very important goal of the company - acquiring larger orders - it is important 
to introduce our services to a larger companies (mainly from Žilina region), which 
might in future show an interest in some of the services offered by XYZ. Therefore, as a 
most convenient way from the price and time perspective, regular sending of short 
promotional e-mails to selected companies is suggested. These emails will summarize 
in 1-2 sentences what the company offers (e.g. special offer) and additionally shall 
contain a reference to the XYZ`s website and a logo of the company. Frequency of 
sending these e-mails to the same companies should not be higher than once a year, 
because more frequent sending could lead to rather negative effect and categorization of 
these e-mails into the spam folder.  
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3.4.2 Development of the marketing strategy 
The proposed initial marketing strategy can be effective in first months, maybe a year of 
doing the business, but has its limitations (mainly financial). If XYZ Company wants to 
be successful for a longer time period, it has to continuously develop its strategy and 
activities. For this reason, the company is proposed a growth strategy for the following 
years including offering of print and copy services, employing of a sales representative, 
buying a vehicle into the company and purchasing a CRM software. In the wake of the 
financial strategy, the introduction of new printing and copying services in the 
following year will generate higher revenues which will also help to increase 
company`s profitability. 
After the first year of business, if XYZ Ltd. starts making a profit, the strategic decision 
to hire a sales representative and buy a vehicle for his activity comes into consideration. 
This step of human resource management strategy will help to eliminate the weakness 
of the company in the form of lack of sales representatives who could constantly strive 
to acquire new orders and to find new suppliers or to negotiate better conditions with 
present ones. Remuneration will be based on the commission from the agreed contracts. 
Representative`s duties will also include following promotional activities, which take 
time to come into effect: 
 Building personal contacts 
Is belongs among the most important forms of presentation and it has to be therefore put 
emphasis on. The advantage of company where the owner also manages it, is 
minimization of a communication noise which may arise in a company with several 
levels of management. By that, a perfect knowledge of customers` needs is achieved 
and also the ability to ensure an individual approach to each of them. 
 Business partners advertising 
The company will be able to use this form of advertising free of charge thanks to its 
business partners, who are other sellers and manufacturers of computer and office 
equipment themselves. Manufacturers are trying with targeted pull strategy by 
advertisements published in the media to elicit end customers` demand, who then turn 
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to the resellers of computer technologies. Business partners insert various advertising 
materials into various periodicals, where also sellers` contacts are stated.  
 
3.4.3 Customer relationship management 
To keep relationships with customers on a high level, purchase of special software, at 
the beginning of second fiscal year of business is proposed. CRM software solution 
brings opportunity to get more information about customers, their needs and behaviours 
in order to develop a closer relationship with them. With the system, the company can 
provide better services not only to existing customers but also can discover new 
customers, sell effectively, simplify business and sales processes etc. It is about the 
ability to transform the information about the customer to a customer knowledge system 
and to strategically manage the all firm using this system. This is a long term goal, 
which securing assumes a constant communication and participation of all competent 
employees. Well-functioning CRM in the company should bring increased marketing 
and sales productivity and accelerate searching, processing and dissemination of 
relevant information. During the selection process of the new CRM system, the goal 
was to choose such solution for the enterprise, which would offer the maximal benefit 
for minimal price. Therefore, Maximizer CRM software was chosen because it offers 
free Demo version and only one-time payment of $199 (€149) (TOPTENREVIEWS, 
2013) for one user is charged (majority of CRM programs are charged monthly).    
 
3.4.4 Summary of strategic objectives 
In the 2015, second year of running the business, XYZ Company plans to achieve these 
goals: 
 Extend the services with printing and copying services. 
 Increase of revenues by at least 15% in comparison with year 2014 by acquiring new 
contracts with customers and suppliers.  
 Be profitable with newly-established printing and copying services. 
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 To use of other natural marketing tools and objects of company`s identity.  
 
3.5 Financial Plan 
The figures shown in this chapter are estimation of future development. Calculations 
below are just a summary, detailed plan is attached in Appendix 3. 
 
3.5.1 The starting budget of capital required  
Item description  
Purchase of goods for the store and e-shop 6 000 € 
The cost of store equipment 3 000 € 
Purchase of tools for the service   300 € 
Rent   350 € 
Other Overheads (software, energies)   900 € 
Other initial and promotional costs 1 200 € 
Total initial working capital needed 11 750 € 
Table 6: Financing of initial working capital needed. Source: author's work.  
Based on the Table of listed costs which are required to start the business, owner 
decided to finance his business from own resources.  
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3.5.2 The annual Profit & Loss account 
Revenues 
Month   Service Revenues Shops` Revenues Total 
January 1 800 € 14 500 € 16 300 € 
February 1 800 € 16 500 € 18 300 € 
March 2 600 € 19 000 € 21 600 € 
April  2 200 € 19 500 € 21 700 € 
May  2 400 € 23 000 € 25 400 € 
June 2 600 € 30 500 € 33 100 € 
July 2 000 € 17 500 € 19 500 € 
August  2 200 € 19 000 € 21 200 € 
September  3 300 € 26 000 € 29 300 € 
October  3 100 € 29 000 € 32 100 € 
November 3 200 € 33 500 € 36 700 € 
December 3 400 € 43 000 € 46 400 € 
Total 30 600 € 291 000 € 321 600 € 
Table 7: Estimated annual revenues in the first year. Source: author's work. 
Estimated revenue of 321 600 € is the sum of revenues for goods sold in both shops and 
for service. When planning sales for each month, certain seasonality is considered, 
which appears in this branch. Also revenues in the first months will be not as high as in 
following months, because customers need time to discover the newly established 
company XYZ and its offer. Low-demand months are July and August, due to 
holidaying employees in majority of companies and due to closed schools. One of the 
strongest months for service is March, when many companies need to submit a tax 
return, what is intensive computing technologies operation. In May and June, many 
students get rewards for successfully finished school year and this is also mirrored into 
the estimated revenues of our company. Furthermore, the third and fourth quarter of 
each year is always better-selling than other seasons. The end year is associated with the 
balancing of books, creating of analyses, recoveries of contracts and of course with 
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buying Christmas presents among which are often computers, tablets and other IT 
gadgets.  
Costs 
Item description  Annual costs 
Purchase of goods for the store and e-shop 252 000 € 
Depreciation of store equipment 400 € 
Purchase of goods for the service 25 200 € 
Payroll costs 30 000 € 
Rent 4 200 € 
Other Overheads 4 200 € 
Other initial and promotional costs 2 000 € 
The total estimated annual costs 318 000 € 
Table 8: Estimated annual costs for first year. Source: author's work. 
Initial wages in the January 2014 will be 2300 € in total. Wages will not stay stable for 
the all year; slight raise of them is predicted till end of the year 2014. It will be caused 
also by raising them after finished probation period by full-time employees. Other 
overheads are created mainly by energies (100€/month), accounting consultant`s fee 
(110€/month) and consumption of paper and cartridges (50€/month). In the first month, 
also various software (cashier SW, MS Office) is added (600€). 
 
3.5.3 Calculation of net profit for the first year of business 
Revenues 321 600 € 
Costs 318 000 € 
Profit before tax 3 600 € 
Tax 23% 828 € 
Net profit 2 772 € 
Table 9:  Calculation of net profit for business. Source: author's work  
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From the calculation of revenues and costs showed above emerges that the company 
should achieve net economic profit of 2 772 € in the first year of business. This may 
appear as more optimistic variant, but it is not unachievable with good entrepreneurial 
skills and with a little luck. 
 
3.6 Risk analysis of the Plan 
Every plan brings a certain amount of risks connected with it. Considered risks are 
shown in table below. The first column shows the risks divided according to the type of 
risk. The second column already includes specific planned risks. The third column 
addresses the time phase of the project in which a risk is considered – either in Project 
preparation time (P) or in the phase of the project realisation (R). The next column 
expresses likelihood of a risk. The evaluation ranges from 1 to 5 points (more points = 
greater risk). The sixth column shows the intensity or rather the impact on the company 
and again, points from 1 to 5 are assigned here. Finally, in the last column, the 
likelihood and intensity are multiplied and the result shows an overall risk assessment.  
Type of  
risks 
Potential risks affecting existence of the 
company P
ha
se
 
Li
ke
lih
o
o
d 
In
te
n
sit
y 
R
es
u
lt 
(L
x
I) 
Economic  Risks associated with the economic recession R 3 4 12 
Market  
  
Low Demand R 3 5 15 
Competition  R 4 3 12 
Personal  Event of incapacity for work P 1 5 5 
Production Failure to comply with product quality R 2 3 6 
Technical 
Failure to comply with the contracted quality 
of the product by the supplier R 1 3 3 
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Financial 
  
  
Financial inability to implement the project P 1 5 5 
Small attendance of the shops R 3 15 45 
Failure to comply with the payment terms by 
the customer R 2 3 6 
Political  Changes in the legislation R 3 2 6 
Table 10: Identification and assessment of potential risks. Source: author's work 
Risks associated with the economic recession 
It is good to recognize the risks associated with the economic and debt crisis, which 
would probably mean stagnation or slight decline in demand. Some end users are 
influenced by economic crisis more, others less. It could also be an opportunity to find 
new customers, or the opportunity to sell because the economic crisis is forcing 
companies to think about their internal operations and so they need to know how much 
for what they spend. Therefore, purchase of new modern equipment will help firms in 
doing that, and could be a good option how to usefully spend their funds. 
Low demand 
Low demand is often related to the entry of a new firm into the market. It will be 
necessary to use all possible forms of promotion (see chapter 3.4.1) to ensure greater 
awareness of the newly formed company and its products. 
Competition 
Risks associated with competition can be considered significant, but less influenceable. 
The business plan includes a competition analysis (see chapter 2.1.2), which seeks to 
map activities and impact of the competitors. XYZ has to be prepared also for 
undesirable reactions of the competition. 
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Event of incapacity for work  
In the event of incapacity for work, especially for health reasons, the entrepreneur's 
family would be entirely without funds. For the case of this risk, owner will take out life 
insurance against sickness and accident. 
Failure to comply with product quality  
Probability of failure to comply with product quality by the XYZ Company is 
considered to be low, but still may occur. Repairs and service of computer equipment is 
an activity that ensures the elimination of defects arising from causes linked to the 
quality of the product. 
Failure to comply with the contracted quality of the product by the supplier 
Defective goods will be repaired or replaced by the supplier until in warranty. To 
prevent from this risk, it is recommended to choose only well-known and trustworthy 
suppliers. 
Financial inability to implement the project 
Planned start-up funds of 15 000 € will be financed by owner from their own resources. 
To prevent from this risk, proper planning and budgeting is required prior to starting the 
business. 
Small attendance of the shops  
Opening of a new shop or e-shop requires some time before customers start to recognize 
and visit this places. It is expected that sales will increase gradually. However, if the 
shop was not able to cover its costs (rent, electricity, salaries) in a long-term, owner 
would be forced to close shop and keep the place for a warehouse purposes; 
alternatively to terminate the lease and start using the place of his residence as a 
warehouse. 
Failure to comply with the payment terms by the customer 
Payment habits of customers may the company affect by consistent negotiating of 
payment terms. The company will map payment habits of its customers. In the case of 
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poor customer payment habits, the legal services will have to be used for the claims 
collection. 
Changes in the legislation  
Changes in the legislation are the kind of risk which occurrence is uncontrollable by an 
entrepreneur, so they can only be adapted to. 
 
3.6.1 Impact on the environment 
As an electro waste is considered also ICT equipment, which will be sold by the XYZ 
Company. According to the latest amendment it is the seller`s responsibility to ensure 
that the consumer has the option of handing in an used electrical equipment when 
buying a new one. 
In the event that the customer requires handing in old electrical equipment, the company 
will place it to waste-collecting yard of the Žilina town, which is located on Jánošíkova 
14, Žilina and run by the company T+T plc. 
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Conclusions 
Created business plan of the company XYZ and its implementation shows that before 
any business, it is necessary to think hard over that intention and investigate it in a 
broader context.  
Apart from selecting a product or service that the company will offer, it is important to 
firstly analyse the market in which the company wants to operate. From my analysis of 
the ICT market results that this sector was as almost all sectors in SR impacted by the 
economic crisis, but not so significantly as some others, and its future growth is 
predicted. In addition to general analysis of the ICT market as a whole, also analysis of 
successful competing firms in the town was performed.  
Marketing mix gave us answer to the question about the main product offered, which is 
the sale of computer and information technologies and equipment. A by-product 
represents the service and repair of these technologies. In this work was also indicated 
firm price policy, considered forms of advertising which the company will strive to 
reach the customer, and also a form of distribution of the product or service to the end 
customer. Since the creation of this business plan is also considering opening of the 
small store and e-shop, related staffing issue is examined here and the outcome is to 
employ, apart from the owner, one full-time salesman and two part time employees 
responsible for repairs and administration.  
Performed PESTEL analysis examined Slovak ICT market environment, which is more 
or less positively inclined to doing an entrepreneurial activities there. SWOT analysis 
highlighted the strengths and weaknesses of the considered company and suggested 
possible opportunities and threats. 
Because the planned starting capital requirement allows to finance the entire business 
by owner`s own sources, he will not take any credit. Indicated net profit of business in 
the first year is not enormous, but neither is it negative. The risk analysis of the project 
differentiates and evaluates the severity of the considered risks that may jeopardize the 
business plan. The following appropriate strategies describe how to minimize negative 
consequences of the risks occurrence. The strand of business plan is also awareness of 
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the impact on the environment, which the company will cause, and primarily how to 
solve that fact. 
During the crisis, enterprises must be able to accommodate to new values, reach better 
position against their competitors, increase their opportunity to succeed on the market 
and be able of prompt and adequate response to the changes that have occurred on that 
market. Key to the success of businesses in the conditions of economic and financial 
crisis is that they do not perceive the crisis as a threat, but as an opportunity. 
This business plan will serve to present the objectives and strategy of the XYZ 
Company and as the basis for any requests of banking institutions at the same time. 
According to estimate for the first year, it is expected that the plan has a good financial 
base and a positive-looking business in the ICT sector and thereby should create future 
value for the company owner(s). 
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Picture: CRM (PETERSEN, 2012) 
  
76 
 
Appendix 2 - IT leasing survey 
  
Graph: Survey: Why you have not used IT leasing yet?  
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Graph: Survey: Why are you unsatisfied with the IT leasing supply in Slovakia? 
 
 
Graph: Survey: How long do you use devices bought by direct purchase? 
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Appendix 3 - Financial Plan attachments 
XYZ Company`s costs 
Store equipment costs in EUR 
Desktop PC DELL + SW 410 
LCD Monitor DELL 130 
Cash register SHARP 140 
Notebook DELL + SW 470 
Printer HP 170 
Furniture + chairs 860 
Small construction works 750 
Others (cables, lamp) 70 
Total cost of store equipment 3000 
Tools for service 120 
Basic spare parts 180 
Total price of tools for the service 300 
Additional Software (CRM, cashier, MS Office) 600 
Total initial store equipment costs 3900 
 
Monthly payroll costs in EUR 
Full-time salesperson`s wage 720 
Part-time salesperson`s wage 360 
Repairman`s part-time wage 460 
Entrepreneur`s wage 960 
Wages (super-gross) + insurances in total per month 2500 
 
Detailed initial and promotional costs in EUR 
Writing a social contract at the notary 150 
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Authentication of signatures and documents, additional copies 
of the social contract 75 
Criminal and real estate records 10 
Announcing the Ltd. company 50 
The proposal for the first entry into the commercial register 200 
Certificate of Incorporation 7 
Extract from the Trade Register 8 
Designing of company`s website with simple e-shop 300 
Promotional costs (ads in papers, catalogues and banner with 
logo) 400 
Total initial and promotional costs 1200 
 
Monthly utilities and overheads in EUR 
Energies 100 
Internet + phone 40 
Accounting consultant 110 
Paper, cartridges etc. 50 
Total per month 300 
 
Balance sheet 
XYZ Company 
Balance Sheet  as at 31.12.2013 as at 31.12.2014 
      
Assets 
Current assets: 2013 2014 
Cash register                    1 000,00              1 200,00  
Bank account                            2 250,00                          3 405,00  
Material                               180,00                             250,00  
Inventories                            6 000,00                          9 000,00  
Pre-paid expenses                            1 850,00                          1 850,00  
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Equipment                            1 510,00                          1 510,00  
Receiveables                           1 675,00  
Total current assets                          12 790,00                        18 890,00  
Fixed assets: 2013 2014 
Property and equipment                                860,00                             860,00  
Leasehold improvements                                750,00                             750,00  
Equity and other 
investments                                         -                                         -    
Less accumulated 
depreciation                                         -                             (400,00) 
Software                                600,00                             600,00  
Total fixed assets                            2 210,00                          1 810,00  
Other assets: 2013 2014 
Goodwill                                         -      
Total other assets                                         -                                         -    
      
Total assets                 15 000,00                20 700,00  
 
 
Liabilities and owner's 
equity 
Current liabilities: 2013 2014 
Reserve fund                            1 000,00                          1 100,00  
Accrued wages                                         -                            2 500,00  
Payables                                         -                               650,00  
Income taxes payable                                         -                               828,00  
Unearned revenue                                         -                                         -    
Total current liabilities                            1 000,00                          5 078,00  
Long-term liabilities: 2013 2014 
Mortgage payable     
Total long-term liabilities                                         -                                         -    
Owner's equity: 2013 2014 
Investment capital                          14 000,00                        12 850,00  
Accumulated retained 
earnings                                         -                            2 772,00  
Total owner's equity                          14 000,00                        15 622,00  
Total liabilities                 15 000,00                20 700,00  
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Figures in EUR. 
 
  
Graph: Yearly comparison of assets and liabilities. 
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Cash Flow Statement at the end of 2014 
Fiscal year begins: 
 
 
                 2.1.2014  
Cash on Hand (beginning of month)  15000  
Cash Receipts   
Cash Sales   289325  
Service income   30600  
Total   319925  
Total Cash Available (before cash out)   334925  
Purchases of goods   254350  
Purchases of service goods   25270  
Purchase of initial equipment   3120  
Payroll expenses   27500  
Rent   4200  
Utilities   4200  
Other (promotion)   2000  
Total Cash Paid Out   320640  
Cash Position (end of the year)   14285 
  
Figures in EUR. 
